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PREFACE 

This  marketing  report  deals  with  retail  purchases  of  floriculture  goods 
and  services,  artificial  flowers  and  plants,  and  some  ornamental  horticulture 
products.   It  is  the  latest  supplement  to  the  series  begun  6  years  ago  on  the 
horticultural  specialty  industries.   Other  recent  publications  are: 

Marketing  Flowers  —  Credit  and  Financing  Problems  of  Retail  and  Wholesale 
Florists  in  Four  Iowa  Cities.   U.S.  Dept.  Agr.  Mktg.  Res.  Rpt .  704,  Apr.  1965. 

Profile  of  the  Retail  Florist  Industry,  1964.   U.S.  Dept.  Agr.  Mktg.  Res.  Rpt. 
741,  Dec.  1965. 

The  Demand  for  Flowers-By-Wire.   U.S.  Dept.  Agr.  Mktg.  Res.  Rpt.  762,  June  1966. 

A  Graphic  View  of  the  Retail  Florist  Industry.   U.S.  Dept.  Agr.  Mktg.  Res.  Rpt. 
788,  April  1967. 

Highlights--A  Survey  of  the  Retail  Florists  Industry.   U.S.  Dept.  Agr.  Econ. 
Res.  Serv.  Rpt.  298,  July  1967. 

Consumer  Purchasing  Patterns  for  the  Goods  and  Services  of  Commercial  Floricul- 
ture in  the  United  States,  1966/67,  A  Preliminary  Report.   U.S.  Dept.  Agr.  Econ. 
Res.  Serv.  Rpt.  382,  July  1968. 

In  addition  to  the  data  in  this  report,  a  number  of  detailed  source  tables 
will  be  published  in  a  supplementary  publication  and  will  be  available  on  request 

Goods  and  services  covered  here,  including  artificial  products,  are 
classified  as  horticultural  specialties  (ornamental  crops)  under  the  following 
trade  terms: 

Commercial  floriculture:   Production  and  distribution  of  cut  flowers, 
flowering  and  foliage  potted  plants,  florist  greens,  bedding  plants,  and 
vegetable  plants;  and 

Ornamental  horticulture:  Production  and  distribution  of  woody  and 
herbaceous  ornamental  plants,  fruit  stocks,  sod,  bulbs,  plus  flower  and 
vegetable  seeds. 

Flower-plant  purchases  listed  in  the  questionnaire  and  those  specified 
by  respondents  are: 

Cut  flowers  and  related  products:   Purchased  as  floral  arrangements, 
unarranged ,  or  as  corsages; 

Bedding  plants:   Flower  or  vegetable  plants  as  petunias  and  tomatoes  grown 
from  seeds  or  cutting  for  replanting  in  respondent's  garden; 

Potted  plants:   Flowering  or  foliage; 

Nursery  stock:   Shrubs  and  trees,  including  fruit  trees; 

ii 


Artificials :   Man-made  flowers  and  plants;  and 

Other  products:   Florist  greens  and  other  products  specified  by  the  buyer. 
(These  were  grouped  together  as  any  one  was  a  small  percentage  of  total 
purchases . ) 

Respondents  were  adults  18  years  old  and  over  grouped   as  those  purchasing 
the  goods  and  services  of  commercial  floriculture,  artificials,  or  ornamental 
horticulture  products  in  the  specified  period  immediately  preceding  the  interview. 
Excluded  are  goods  and  services  bought  by  companies  or  other  institutions. 

Purchase  classification  was  by  use  listed  in  the  questionnaire.   Significant 
occasions  and  uses  that  were  compared  were: 

Funeral  and  memorial:   Including  cemetery,  grave,  or  church  decoration. 

Garden:   For  planting  or  use  in  the  garden. 

Home:   Purchased  primarily  for  home  decoration. 

Illness  and  hospital 

Special  days:   Easter,  Mother's  Day,  Christmas,  Memorial  Day,  Thanksgiving, 
Valentine's  Day,  graduation. 

Anniversaries,  birthdays 

Other  social  occasions:   Decoration  for  party,  dinner,  luncheons,  wedding, 
other  occasion  specified  by  respondent. 

The  respondent  decided  whether  the  purchase  was  made  primarily  for  an 
occasion  or  a  use.  She  also  specified  the  reason  for  purchasing  a  plant  that 
was  first  displayed  in  the  home  and  later  planted  in  the  garden. 

The  following  trade  outlets  were  listed  in  the  questionnaire  or  specified  by 
respondents--f lorist  shops,  garden  centers,  supermarkets,  and  other  outlets 
(roadside  stand,  street  vendor,  and  others  specified  by  respondents).   In 
addition,  garden  centers  were  subgrouped  into  those  associated  with  a  depart- 
ment store,  those   run  in  conjunction  with  some  other  type  store,  and  those 
operated  independently. 
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SUMMARY 

Over  60  percent  of  U.S.  adults  purchased  from  the  commercial  floriculture 
or  ornamental  horticulture  industry  during  the  marketing  year  ended  May  31,  1967. 
About  391  million  purchases  were  made,  valued  at  $1,947  million.   Floral 
arrangements  accounted  for  21  percent  of  the  total  purchases  by  quantity  and 
37  percent  by  value.   Second  in  number  were  potted  plants,  17  percent,  and 
second  in  value  were  unarranged  cut  flowers,  15  percent. 

Funeral  and  memorial  use  accounted  for  20  percent  of  the  number  of  purchases 
and  29  percent  of  the  value.   Garden  use  was  slightly  higher  in  number,  and  home 
decoration  use  was  slightly  lower  than  funeral  and  memorial  use.   Together, 
garden  and  home  decoration  uses  were  41  percent  of  the  number  of  purchases  and 
33  percent  of  the  value. 

Florist  shops  were  principal  outlets  for  floral  arrangements,  unarranged 
cut  flowers,  corsages,  and  potted  plants.   Garden  centers  were  the  main  sources 
of  bedding  plants,  nursery  stock,  and  artificials. 

About  28  percent  of  the  year's  purchases  were  made  in  April-May,  compared 
with  an  allocated  10  percent  in  August-September.   Purchasing  of  products  for 
the  garden  and  purchases  for  special  days  were  the  prime  reasons  for  pronounced 
variation  in  the  surveys. 

The  percentage  of  adults  buying  and  purchases  per  adult  increased  with 
education  and  income.   Those  who  had  attended  college  made  more  purchases  of 
unarranged  cut  flowers  than  those  with  less  education.   As  income  increased, 
the  percentage  of  total  purchases  for  funerals  and  memorials  declined  as 
relatively  more  purchases  were  made  of  unarranged  cut  flowers,  corsages,  potted 
plants,  and  nursery  stock. 

Customers  said  they  bought  because  the  product  was  appropriate  or  needed, 
it  was  their  own  idea,  the  product  was  attractive,  or  buying  the  product  was  a 
habit. 

Infrequent  buyers  —  virtually  indistinguishable  from  frequent  buyers  —  gave 
special  days  or  occasions  as  their  reason  for  patronizing  more  often  than  to 
secure  products  for  garden,  home  decoration,  or  social  occasions. 
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COMMERCIAL  FLORICULTURE  AND  RELATED  PRODUCTS:   AN  ANALYSIS 
OF  PURCHASES  AND  BUYERS  OF  GOODS  AND  SERVICES 

by 
Richard  Hall  and  Stephen  M.  Raleigh,  Jr. 
Agricultural  Economists 
Marketing  Economics  Division 
Economic  Research  Service 


INTRODUCTION 

Commercial  floriculture  today  is  a  $2-billion-a-year  business  at  the  retail 
level,  including  goods  and  services.   Farm  cash  receipts  from  saleable  products 
for  this  market  exceed  $700  million  annually.   Producers  forming  this  important 
segment  of  the  agricultural  economy  need  information  concerning  customer  demand 
for  their  products. 

This  report  presents  data  concerning  purchases  and  characteristics  of 
purchasers  of  cut  flowers,  flowering  plants,  and  related  products.   Data  were 
obtained  from  June  1966  through  May  1967  through  personal  interviews  with  a 
probability  sample  of  some  15,000  U.S.  consumers  aged  18  and  over.   Findings 
were  expanded  to  represent  the  128  million  adults  who  were  potential  buyers 
of  the  products  studied.   Goods  and  services  purchased  were  identified  as 
follows:   Floral  arrangements,  unarranged  cut  flowers,  and  corsages;  potted 
plants,  bedding  plants,  nursery  stock,  artificial  flowers  and  plants;  and 
other  products  (such  as  florist  greens,  flowers  and  plants  with  special 
treatments) . 

Seasonality  of  purchases,  occasions  for  buying  or  use  of  products,  and 
demographic  characteristics  of  buyers  were  studied  for  variations  related  to 
these  factors.   The  same  analysis  was  made  of  purchases  by  infrequent  buyers 
and  purchases  considered  by  nonbuyers  interviewed  during  the  surveys. 

Factors  that  might  lead  to  increased  purchases,  reasons  for  purchasing 
and  reasons  for  not  purchasing  also  were  obtained  to  provide  more  information 
why  some  persons  bought,  why  others  did  not. 


METHODOLOGY 

In  a  national  probability  sample  of  households,  adults  (18  years  of  age 
or  older)  were  interviewed  concerning  their  individual  purchases  of  goods  and 
services  of  commerical  floriculture.   Purchases  of  artificial  flowers  and  plants 
and  some  purchases  of  ornamental  horticulture  were  included  in  the  responses. 


The  number  of  interviews  conducted  during  each  survey  wave  was 


Survey 
Wave  1 
Wave  2 
Wave  3 
Wave  4 
Wave  5 


Number  of 

Periods  of  purchasing  activity  interviews 

June-September,  1966  1/  3,032 

October-November,  1966  2,796 

December  1966-January  1967  3,002 

February-March  1967  3  ,  034 

April-May  1967  3,002 

Total  interviews  14,866 


During  waves  1,  2,  and  4,  data  were  obtained  only  from  people  who  said 
they  had  made  one  or  more  purchases  of  flowers,  flowering  plants,  or  related 
products  during  the  specified  periods.   During  waves  3  and  5,  the  number  of 
nonbuyers  in  that  period  who  bought  during  the  previous  year  was  also  recorded 
to  find  the  proportion  making  one  or  more  purchases  during  the  year.   Sample 
data  were  expanded  to  represent  national  totals. 


PURCHASES 


About  79  million  adults  made  one  or  more  purchases  of  the  goods  and 
services  of  commercial  floriculture  during  the  survey  year.   Slightly  over 
34  percent  made  a  purchase  during  five  survey  periods.   An  average  of 
44  million  people  bought  during  a  survey  period. 

An  estimated  391  million  purchases  were  made  during  the  year  covered  by 
the  surveys.   These  were  valued  at  $1,947  million  (table  1).   Floral  arrange- 
ments were  purchased  most  frequently,  24  percent  more  often  than  plants,  which 
ranked  second  in  total  purchases. 

The  value  of  floral  arrangement  purchases  was  significantly  greater  than 
any  other  product.   Unarranged  cut  flowers  ranked  next  in  value.   Value  of 
floral  arrangements  was  2%  times  that  of  unarranged  cut  flowers. 

Although  garden  use  was  the  reason  given  for  a  greater  number  of  purchases, 
the  value  of  purchases  for  funeral  and  memorial  uses  was  70  percent  greater 
(table  2).   Purchases  for  home  decoration,  a  use  allied  with  garden  use  in 
purchasing  potted  plants,  nursery  stock,  and  bedding  plants,  were  about  90  percent 
as  large  as  those  for  funeral  and  memorial  use. 


1/   This  period  was  arbitrarily  divided  into  two,  2-month  periods  to 
facilitate  comparison  with  other  purchase  periods. 


Table  1. --Number  and  value  of  commercial  floriculture  and  related  product 
purchases  by  types  of  products,  1966/67 


Types  of  products 
purchased 


Pu 

rch 

ases 

Number 

Value 

• 

Number 

Value 

Million 

Million 

dollars 

Percent 

Percent 

82.6 

717 

21 

37 

63.3 

286 

16 

15 

28.3 

123 

7 

6 

Cut  flowers  and  related 
products : 
Floral  arrangement  . . 

Unarranged  

Corsages  

All  cut  flowers  

Potted  plants  

Nursery  stock  

Bedding  plants  

Artificials  

Others  

Total  


174.2 


66.4 
26.1 
47.7 
39.0 
37.3 


390.8 


1,126 


256 
195 
123 
123 

124 


1,947 


44 


17 
7 
12 
10 
10 


100 


58 


13 

10 

6 

6 

6 


100 


Table  2. --Number  and  value  of  purchases  of  commercial  floriculture  and 
related  products  by  occasion  or  use,  1966/67 


Occasion  or  use 


Number 


Purchases 


Value 


Number 


Value 


Funeral  and  memorial  . 

Garden  

Home  

Special  days  

Illness  and  hospital  . 
Anniversary,  birthday 
Other  social  occasions 

Total  


Million 

80 

9 

86 

.3 

73 

1 

41 

8 

35 

.6 

22 

.7 

50 

.4 

Million 

dollars 

570 

337 

304 

186 

192 

120 

238 

Percent 

Percent 

21 

29 

22 

17 

19 

16 

11 

10 

9 

10 

6 

6 

13 

12 

390.8 


1,947 


100.0 


100.0 


Floral  arrangements  were  the  principal  products  bought  for  funeral  and 
memorial  use.   They  made  up  2  out  of  3  purchases  and  80  percent  of  the  purchase 
value  for  funeral  and  memorial  use  (table  3).   In  addition,  floral  arrangements 
were  the  principal  type  of  product  purchased  for  illness,  hospital  visits,  and 
anniversaries  and  birthdays. 

Nursery  stock  and  bedding  plants  were  largely  purchased  for  garden  use. 
The  combined  purchases  of  these  products  for  the  garden  were  about  65  percent 
in  number  and  68  percent  of  total  value  of  purchases  for  garden  use. 

Potted  plants,  unarranged  cut  flowers,  and  artificials  were  all  important 
in  purchases  for  home  decorations.   About  67  percent  of  artificials,  37  percent 
of  potted  plants,  and  30  percent  of  unarranged  cut  flowers  were  bought  for  home 
decoration.   However,  the  principal  reason  for  buying  potted  plants  was  for 
special  days,  such  as  Easter  and  Mother's  Day. 

Florist  shops  were  the  source  of  over  half  the  number  of  purchases  and 
63  percent  of  the  value,  primarily  cut  flowers  and  potted  plants  (table  4). 

Marketings  of  nursery  stock,  bedding  plants,  and  artificials  took  place 
primarily  in  garden  centers.   Nursery  stock  in  particular  was  bought  in  garden 
centers  not  affiliated  with  other  stores.   Artificials  were  primarily  bought 
in  garden  centers  affiliated  with  department  stores. 


Table  3. --Number  and  value  of  commercial  floriculture  and  related  product 
purchases:   Principal  products  purchased  by  occasion  or  use,  1966/67 


Occasion  or  use 


Principal  product  purchased 


Type 


Number  *  Value 


Percent  of 
total 


Number  '  Value 


Funeral  and  memorial 

Garden  

Home  


Illness  and  hospital  . 

Special  days  

Anniversary-birthday  . 
Other  social  occasions 


Floral  arrangement 

Nursery  stock 
Bedding  plants 
Potted  plants 
Unarranged  flowers 
Artificials 
Floral  arrangement 

Potted  plants 

Floral  arrangement 

Corsages 


Million 
Million   dollars   Percent   Percent 


52.9 

459 

65 

80 

17.7 

132 

20 

39 

38.1 

98 

44 

29 

18.0 

70 

25 

23 

14.3 

65 

20 

21 

19.2 

60 

26 

20 

10.5 

90 

29 

41 

15.0 

58 

36 

31 

5.7 

49 

26 

41 

15.1 

67 

30 

28 

Table  4. --Number  and  value  of  commercial  floriculture  and  related  product 
purchases  by  type  of  outlet  and  by  type  of  product,  1966/67 


Type  of  product 


Florist  shop   ;  Garden  centers   :0ther  outlets  1/ 


Number  '  Value  '  Number   Value 


Number 


Value 


Million  Million  Million 

Million  dollars   Million  dollars   Million   dollars 


Cut  flowers  and  related 
products : 
Floral  arrangements  . 

Unarranged  

Corsages  

All  cut  flowers  :  155.0 

Potted  plants  :  32.6 

Nursery  stock  :  1.8 

Bedding  plants  :  6.8 

Artificials  :  8.5 

Other  products  ;  6.7 

Total  :  211.4 


77.3 

670 

3.4 

29 

1.9 

16 

51.2 

231 

3.7 

17 

8.4 

38 

26.5 

116 

1.1 

5 

.7 

3 

1,017 


8.2 


r)l 


1,223 


107.9 


480 


10.9 


63.3 


r>7 


126 

20.7 

80 

13.0 

50 

13 

20.2 

151 

4.1 

31 

18 

27.2 

70 

13.9 

36 

27 

23.4 

74- 

7.1 

22 

22 

16.4 

54 

14.3 

48 

244 


1/  Supermarkets,  roadside  stands,  street  vendors,  and  others. 


Purchases  varied  substantially  by  survey  periods.   Over  one  of  three 
adults  purchased  during  each  of  five  surveys.   However,  the  percentage  of 
people  buying  varied  from  a  low  to  one  of  four  in  October-November  to  a  high 
nearly  one  of  two  in  April-May.   The  number  and  value  of  purchases  in  April- 
May  were  over  2%  times  those  estimated  for  August-September  (table  5).  1/ 
April-May  purchases  more  than  doubled  the  average  purchases  during  each  2-month 
period  from  June- January . 

The  principal  variations  in  purchases  by  occasion  or  use  in  April-May, 
compared  with  the  average  for  the  June-January  period,  were:   (1)  Purchases 
for  garden  use  alone  in  this  2-month  period  were  about  10  percent  of  all 
purchases  reported  during  the  year,  reflecting  the  very  high  number  of  purchases 
of  nursery  stock  in  April-May  (tables  6  and  7)  and  (2)  purchases  for  special 
days  (holidays)  and  funerals  and  memorials  were  substantially  above  the 
average  for  the  other  periods.   Purchases  for  Mother's  Day  and  Memorial  Day 
were  a  considerable  part  of  the  increased  purchases  in  April-May. 


1/   The  June-September  purchase  period  was  divided  into  two,  2-month  periods 
to  compare  with  the  four  other  2-month  surveys.   June-July  purchase  allocations 
were  55  percent  of  the  total  for  the  4-month  survey.   This  arbitrary  allocation 
reflects  the  greater  number  of  weddings,  graduations,  and  late  spring  purchases 
in  June,  compared  with  August-September. 


Table  5. --Number  and  value  of  commercial  floriculture  and  related  product 
purchases  by  2-month  purchase  periods,  1966/67 


Months 


June-July  1/ 
Aug. -Sept.  1/ 
Oct. -Nov.  . 
Dec. -Jan.  . 
Feb. -Mar.  . 
April-May  . 
Total 


Purchases 


Number 


Million 
49.8 

40.8 

51.6 

56.9 

81.4 

110.3 


390.8 


Share 
of  total 


Value 


Dollars 


Percent 
13 

10 

13 

15 

21 

28 


100 


Million 
243 

198 

304 

249 

383 

570 


1,947 


Share 
of  total 


Percent 
12 

10 

16 

13 

20 

29 


100 


1/  Arbitrary  allocation. 


Table  6. --Number  and  value  of  commercial  floriculture  and  related  product 
purchases:   Purchases  in  April-May  compared  with  the  average  of  2-month 
periods,  June-January,  by  occasion  or  use,  1966/67 


Purchases  during  survey  periods 


Occasion  or  use 


Average  2- 
June-Ja 

month  periods: 
nuary  JL/      : 

April 

-May 

Number 

:   Value   : 

Number 

:   Value 

Million 

Million 

Million 

dollars 

Million 

dollars 

8.4 

31 

38.4 

164 

11.9 

85 

19.2 

136 

10.8 

2/  2.7 

5.4 

3.5 

2.3 

42 

2/12 

"  28 

18 

10 

13.1 

15.6 

5.4 

3.9 

1.7 

63 
76 
33 
24 
9 

1.1 

6 

2.3 

12 

3.7 

16 

10.7 

53 

Garden  

Funeral  and  memorial  

Home  

Special  days  

Illness  and  hospital  

Anniversary-birthday  

Gift  

Wedding  

Other  

Total  :   49.8 


248 


110.3 


570 


1/   February-March  not  included  as  it  is  used  for  comparison  later. 
2/   No  holiday  for  June-September  period.   Also  Armed  Forces  Day  was  not 
mentioned  as  a  reason  for  purchasing. 
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Table  7. --Number  and  value  of  commercial  floriculture  and  related  product 
purchases:   Purchases  in  April-May  compared  with  the  average  of  2-month 
periods,  June- January ,  by  type  of  product,  1966/67 


Purchases  during  survey  periods 


Type  of  product 


rAverage  2-month  peri- 
:  ods  June-January  _!/ 


Number 


Value 


April-May 


Number 


Value 


:  Million 
Cut  flowers  and  related  products:: 

Floral  arrangement  :  12.6 

Unarranged  :  8.5 

Corsages  ;  3.2 

All  cut  flowers  :  24.3 

Potted  plants  :  7.6 

Nursery  stock  :  3.1 

Bedding  plants  :  4.9 

Artificials  :  6.0 

Others  ;  3.9 

Total  :  49.8 


Million 
dollars 

106 

39 

14 


159 


248 


Million 

16.3 

15.0 

9.9 


41.2 


26 

17.3 

21 

9.2 

13 

23.1 

18 

7.5 

11 

12.0 

110.3 


Million 
dollars 

154 
75 
44 


273 


79 

78 

59 
29 

5  2 


570 


1/   February-March  not  included  as  this  2-month  period  is  compared  with  the 
June- January  period  and  April-May  period  in  tables  6  and  8. 


Purchase  value  in  April-May  was  high  not  only  because  of  the  increased 
number  of  purchases  but  also  because  the  median  price  paid  was  higher.   Except 
for  bedding  plant  prices,  the  median  price  for  each  product  was  above  the 
median  for  the  year. 

The  number  of  purchases  in  February-March  was  over  5  times  the  average 
for  the  2-month  survey  periods  during  June-January  (table  8) .   Occasions  and 
uses  associated  with  high  purchases  for  February-March  were: 

(1)   Two  important  special  days  occurring  in  February-March--Valentine ' s 
Day  and  Easter--with  purchases  for  Easter  about  3.5  percent  of  total  annual 
purchases;  and 


(2)   Garden,  home  decoration,  and  illness-hospital  visit  purchasing 
was  substantially  above  average. 


Table  8. --Number  and  value  of  commercial  floriculture  and  related  product 

purchases:   Purchases  in  February-March  compared  with  the  average 

of  2-month  periods,  June- January ,  by  occasion  or  use,  1966/67 


Occasion  or  use 


Purchases  during  survey  periods 


:Average  2-month  periods 
:    June-January  J./ 


Number 


Value 


February-March 


Number 


Value 


:  Million 

:  Million  dollars 

Garden  :  8.4  31 

Funeral  and  memorial  :  11.9  85 

Home  :  10.8  42 

Special  days  :  2/2-7  A?12 

Illness  and  hospital  :  5.4  28 

Anniversary-birthday  :  3.5  18 

Gift  :  2.3  10 

Wedding  :  1.1  6 

Other  :  3.7 16 

Total  :  49.8  248 


Million 

Million 

dollars 

14.2 

54 

13.9 

98 

16.9 

63 

15.2 

63 

8.7 

44 

4.8 

24 

3.2 

16 

.4 

2 

4.1 

19 

81.4 


383 


1/   April-May  not  included  for  reasons  discussed. 

2/  No  holidays  in  June-September  period  associated  with  flower  purchases 


DEMOGRAPHIC  CHARACTERISTICS  OF  BUYERS 

Three  education  classifications  used  in  the  demographic  analysis  of  buyers 
were  adults  who  did  not  go  beyond  grade  school,  those  who  had  attended  or 
graduated  from  high  school  and  did  not  attend  college,  and  those  who  had  at 
least  attended  college  or  graduated  from  college. 

Nearly  half  of  the  adults  who  had  attended  college  bought  during  each 
survey.   About  one  of  three  of  those  with  a  high  school  education  purchased  in 
each  survey  period  and  about  one  of  four  with  a  grade  school  education. 

Those  who  had  attended  high  school  made  46  percent  of  the  purchases,  while 
college- trained  adults--f  ewer  in  number  in  the  population—purchased  only 
40  percent  of  the  products. 

The  important  variation  in  purchases  by  educational  level  was  that  college- 
trained  adults  made  significantly  greater  purchases  of  unarranged  cut  flowers 
than  the  high  school  group  (table  9).   The  high  school  group--the  largest  of  the 
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three  buyer  classif ications--bought  more  of  every  other  product  than  those  who 
had  attended  college  or  had  only  a  grade  school  education. 

An  average  of  one  of  every  two  persons  with  an  income  over  $10,000  purchased 
in  each  survey  period.  Less  than  one  of  four  with  an  income  under  $5,000  patron- 
ized in  each  survey  period. 


Table  9. --Number  of  commercial  floriculture  and  related  product  purchases: 
Types  of  products  purchased  by  educational  level  of  the  buyer,  1966/67 


Educ 

ational  level  of 

buyer 

Types  of  products 

:   Grade 

school 

:   High 

school 

:     Co 

liege 

purchased 

'  Number 

;Percent- 

:   age 

*  Number 

: Percent 
:   age 

" '  Number 

: Percent- 
:   age 

: Million 

Percent 

22 

11 

3 

Million 

37.7 
23.6 
14.1 

Percent 

21 

13 
8 

Million 

33.4 
34.1 
12.7 

Percent 

Cut  flowers  and  related 
products : 
Floral  arrangements  . 

:  11.5 
•   5.6 
:   1.5 

21 
22 

8 

•18.6 

36 

75.4 

42 

80.2 

51 

•  7.5 

•  4.1 

•  8.8 
■   7.2 
:   6.3 

14 
8 
17 
14 
12 

32.5 
11.9 
21.4 
20.8 
18.4 

18 
7 
12 
11 
10 

26.4 
10.1 
17.5 
11.0 
12.6 

17 

6 

11 

7 

8 

Total  

•  52.5 

100 

180.4 

100 

157.8 

100 

Adults  earning  between  $5,000  and  $9,999  made  roughly  the  same  number  of 
purchases  as  those  with  a  high  school  education--47  percent.   Persons  with 
incomes  over  $10,000  made  about  32  percent  of  all  purchases.   The  over-$10,000 
group  purchased  relatively  more  corsages  and  nursery  stock  and  fewer  floral 
arrangements  than  those  with  lower  incomes  (table  10).   Persons  with  incomes 
under  $5,000  purchased  more  artificials  than  those  with  incomes  over  $10,000. 

Buying  more  often  than  men,  women  made  57  percent  of  the  purchases,  with 
wives  alone  making  more  purchases  than  men.   Significant  variations  in  this 
pattern  of  purchases  were  that  men  bought  more  corsages  than  women  and  male 
household  heads  bought  more  unarranged  cut  flowers  and  corsages  than  wives 
(table  11). 

Regionally,  total  purchases  were  largest  in  the  North  Central  States, 
By  type  of  product,  purchases  of  floral  arrangements  were  greater  in  the  South, 
and  those  of  unarranged  cut  flowers  were  highest  in  the  Northeast  and  West. 


Table  10. --Number  of  commercial  floriculture  and  related  product  purchases 
by  income  classes  and  types  of  products,  1966/67 


I 

ncome  cl 

assification 

Type  of  product 

Under 

$5,000 

:   $5,000- 

$9,999    : 

$10,000 

and  over 

Number 

1/ 

:Percent- 

:   age 

*  Number 

1/ 

: Percent- : 

:   age    : 

Number 

1/ 

:Percent- 

:   age 

Cut  flowers  and 
related  products:     : 
Floral  arrangements 

Million 

19.1 
9.9 
3.6 

Percent 

23 
12 

5 

Million 

40.9 
31.7 
13.0 

Percent 

22 
17 

7 

Millio'n 

22.7 
21.7 
11.7 

Percent 

18 
18 

9 

32.6 

40 

85.6 

46 

56.1 

45 

12.4 
4.2 
10.2 
12.6 
10.0 

15 
5 
13 
15 
12 

31.9 
11.1 
23.6 
17.0 
16.1 

17 
6 

13 
9 
9 

22.1 
10.8 
13.9 
9.4 
11.2 

18 

9 

11 

8 

9 

Total  ■ 

82.0 

100 

185.3 

100 

123.5 

100 

1/  Adjusted  for  total  buyers,  since  not  all  buyers  reported  income 


Table  11. --Number  of  commercial  floriculture  and  related  product  purchases, 
by  types  of  products  and,  position  in  the  household,  1966/67 


Type  of  product 

Wife 

Other     : 
female     : 

Male  h 

house 

ead  of: 
hold   : 

Oth 

mal 

2r 

Cut  flowers  and 
related  products: 
Floral  arrangements 

:   Mil. 

34.5 

•   23.9 

9.2 

Pet. 

20 

14 

5 

Mil. 

11.4 
8.6 
3.7 

Pet. 

23 

18 

8 

Mil. 

32.2 
25.1 
10.5 

Pet. 

23 
17 

7 

Mil. 

4.4 
5.7 
4.7 

Pet. 

17 
22 

18 

67.6 

39 

23.7 

50 

67.8 

47 

14.8 

57 

29.3 
25.0 
11.7 
22.0 
18.5 

17 

14 

7 

13 

10 

7.8 
4.3 
1.9 
6.3 
4.3 

16 
9 
4 

13 
9 

24.8 
16.3 
11.5 
7.9 
13.5 

18 

11 

8 

6 

10 

4.5 
2.1 
1.0 
2.7 
1.0 

17 

8 

4 

10 

4 

Total  • 

174.7 

100 

48.1 

100 

141.9 

100 

26.1 

100 
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Persons  in  the  40  to  49-year-old  classification  bought  relatively  more 
frequently,  while  those  under  25  or  over  65  bought  significantly  less  often 
than  the  average  for  all  persons.   Purchases  in  metropolitan,  nonmetropolitan, 
urban  or  rural  areas  varied  little. 


REPORTS  OF  BUYERS,  INFREQUENT  BUYERS,  AND  NONBUYERS 

What  seemed  to  influence  purchases  most  was  the  buyer's  belief  that  the 
product  was  appropriate  and  needed  (table  12).   Many  buyers  mentioned  that  no 
particular  stimulus  led  to  their  purchase  and  that  the  idea  to  purchase  origi- 
nated with  them.   That  the  buyer  thought  the  product  was  attractive  and  pretty 
was  about  as  often  mentioned  as  a  reason  to  purchase  as  advertising. 

The  seller's  role  was  mentioned  in  terms  of  the  price  being  right, 
merchandising  practices,  and  advertising.   And  his  role  was  mentioned  more 
often  as  a  factor  in  the  purchase  than  product  characteristics. 

Respondents  reported  buying  three  types  of  products  frequently  as  gifts: 
Unarranged  cut  flowers,  corsages,  and  potted  plants.   These  three  products 
represented  about  40  percent  of  all  purchases  and  71  percent  of  reported  gifts 
received.  1/ 


Table  12. --Factors  influencing  the  purchase  of  the  goods  and  services 
of  commercial  floriculture  and  related  products:   Percentage  of 

answers  mentioned,  1966/67 

Factors  Frequency  of  mention  1/ 

:  Percent 
Buyer  factors:                             . 

Product  appropriate  or  needed  :  22 

No  particular  stimulus,  idea  of  buyer  .....  15 

Product  attractive  or  pretty 13 

Favorite,  always  buys,  recipient  liked  it  .  7 

For  variety 2 

Seller  factors:  . 

Price  was  right  :  8 

Merchandising  practices  :  10 

Advertising 16 

Other  factors:  . 

Product  characteristics  :  13 

Miscellaneous 10 


_1/  Adds  up  to  more  than  100  because  buyers  gave  more  than  one  answer. 


1/   Although  over  half  of  floral  arrangements  are  purchased  for  funerals  and 
memorials,  the  receipt  of  flowers  under  these  conditions  is  not  considered  a  gift 
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There,  were  no  significant  differences  in  purchasing  habits  of  buyers  and 
infrequent  buyers  (those  who  did  not  buy  in  December- January  or  April-May  but 
who  did  buy  in  the  previous  year).   However,  there  were  some  differences 
related  to  the  occasion  or  use  for  which  a  purchase  was  made.   About  21  percent 
of  the  total  purchases  by  infrequent  buyers  were  for  special  days,  compared 
with  11  percent  for  buyers. 

Buyers  were  distinguishable  from  nonbuyers  (those  who  had  not  purchased  a 
floral  product  during  the  previous  year).   The  nonbuyer  appears  to  be  indiffer- 
ent to  the  goods  and  services  of  commercial  floriculture.   Only  12  percent  of 
the  nonbuyers  interviewed  even  considered  a  purchase  the  previous  year. 

Although  nonbuyers  considered  purchasing  for  funerals  and  memorials  and 
illness-hospital  visits  in  about  the  same  proportion  as  buyers'  actual 
purchases,  similarities  ended  there.   Reasons  buyers  gave  for  making  55  percent 
of  their  actual  purchases  were  considered  by  fewer  than  a  fourth  of  the  non- 
buyers  (table  13).   The  nonbuyer,  like  the  infrequent  buyer,  does  not  use  the 
goods  and  services  of  commercial  floriculture  for  gardens,  home  decorations, 
or  social  occasions.   The  nonbuyer  and  infrequent  buyer  thought  of  buying  for 
holidays,  birthdays  and  for  gifts. 

Table  13 .--Occasion  or  uses  considered  by  nonbuyers  of  commerical  floriculture 
and  related  products  compared  with  buyers:   Percentage  of  total  purchases,  1966/67 


Occasion  or  use 


Buyers'  total 
purchases 


Nonbuyers ' 
total  purchases 
considered 


•Percent- 


Little  difference  among  buyers  and  nonbuyers 

Funeral  and  memorial  

Illness,  hospital  visit  

Subtotal  

High  percentage  considered,  but  low  actual 
purchases  by  buyers: 

Mother ' s  Day  

Birthdays  

Gift  : 

Easter  

Christmas  

Subtotal  

Low  percentage  considered,  but  high  volume 
actual  purchases  by  buyers: 

Garden  

Home  

All  other  occasions  and  reasons  

Subtotal  

Grand  total  


21 


30 


15 


22 
19 
14 


55 


100 


18 


27 


18 

13 

8 

6 

4 


49 


11 
5 


24 


100 
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